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Abstract 
The aim of this study is to determine the problems encountered by the exporting firms which are important for the 
economic purposes. In this respect, more specifically, this study investigates the problems encountered by the 
exporting firms operating in the city of Kayseri in Turkey, and also their perceptions related to this issue. The aim is 
also related to measure those encountered and perceived problems of the exporting firms in terms of their firm 
characteristics. In line with the aim, the study has been carried out through colleting primary data from the exporting 
firms in Kayseri. As the primary data indicates, the exporting firms operating in the city of Kayseri encounter some 
exporting problems related to target market determination mistakes, exchange rate fluctuations, the price competition 
of the Chinese products. 
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1. Introduction 
Since the local markets saturate in the globalized world, international market place takes the attention 
of most of the local firms anywhere in the world. In other words, in order to survive and gain a market 
share in a fierce competitive environment of the globalised world and be in an advantageous position in 
the international market place, exporting seems to be inevitable for most of the firms. 
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The Customs Union Agreement with the EU, which took place in 1996, has been, to some extent, an 
important step in the opening of the Turkish industry to the international competition. Quality 
improvements and innovative investments in the Turkish private sectors have increased competitiveness 
and the importance given by to the quality concept the Turkish manufacturing sectors. In addition to this, 
measures taken to improve and adjust the regulation in the areas such as international trade, customs, free 
movement of goods, manufacturing ownership rights [1].  
In the new world system, where movements of capital and goods exceed the boundaries of the nations 
and the interdependency among them increases, most of the firms direct to produce for the international 
markets instead of local ones [2]. With the help of the rapidly and recently growing information and 
telecommunication improvements, the world is getting smaller and becoming like a one market place and 
this also initiate the integrative process of local markets with the international markets.  
Firms applying traditional business philosophies may sell their products in domestic markets without 
any difficulties, but when they try to enter into international market place, where global fierce 
competition takes place, it is quite possible that they may face with great and unexpected difficulties and 
in most cases cannot surmount those difficulties and fail to succeed [3]. 
Against the background briefly presented above, the aim of this study is to determine the problems 
encountered by the Turkish exporting firms operating in the city of Kayseri. A study of this kind is 
important particularly for the following reasons: (a) providing principles and guidelines for those 
considering starting in business life; (b) suggesting practical solutions in international business for the 
current and future businessmen and (c) determining the measures taken by the public sector in order to 
solve the exporting problems of the firms. 
2. Literature Review 
International marketing requires the understanding of cultural differences [4]. In fact, not only the 
cultural but also economic, social, political, legal and financial dimensions of the international markets 
where firms willing to enter either through the export or via other ways of entry strategies [5], [6], [1].  
As mentioned above, the focus of this study is to determine the exporting problems of the firms in the 
case of Kayseri and differentiate those problems in terms of firm characteristics. A similar study was 
conducted by Akdogan and Dursun in 1988 for the carpet and textile exporting firms in the city of 
Kayseri [7]. In their study, Akdogan and Dursun [7] summarized the exporting problems of the carpet and 
textile producer firms as follows:  
(a) Problems related to the location; Kayseri (at that date) was not an export center, hence the 
problems in hiring qualified human resources in exporting.  
(b) Exporting firms faced exporting quotas. 
(c) Exporting firms required new technologies to produce acceptable products for the foreign 
markets, however because of lack of financial resources they were unable to fulfill this requisite.  
(d) Most of the exporting firms used to produce on order based system which increases the operating 
risks. 
(e) Frequent changes in foreign exchange regime created various exporting problems for the firms, 
particularly in determining the prices for the international markets. 
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An other study was conducted by Varinli, Gullu and Babayigit in 2001 for the exporting firms in the 
city of Kayseri [8]. In that study, it was indicated that the exporting firms faced with the problems of 
employee related ethic problems particularly emerging from the employee attitudes and behaviors. 
Koksal and Kettaneh [9] examined the participants’ perceptions on the exporting problems 
differentiating high-performing export manufacturing companies from low-performing ones in the 
context of Turkey and Lebanon. More specifically, they identified some differences between high- and 
low-performing Turkish and Lebanese manufacturing companies regarding the participants’ perceptions 
on the export problems [9]. They grouped the exporting problems as being internal and external and 
discussed their possible differences. These highlighted effects of internal export problems were related to 
the insufficient production capacity, packaging, and exporting difficulties and costs; and external 
problems were related to the applications of high-tariff/non-tariff barriers by foreign countries. 
Given this, in today’s global markets, mobility of capital, products and even the human resources 
exceeds the boundaries of the local markets and hence the economies of the world are integrated to one 
another, hence most of the firms are required to consider not only their national market places but also the 
international ones since they face with the international competition. We need to understand what kind of 
problems stands in front of the firms in terms of their types, size and the industry they operate and we also 
need to know whether the problems changed throughout the time period.  
Exporting not only affects the economic indicators but also social, cultural and political life and 
relations [10]. In addition exporting contributes to the economies of the countries at the macro level and 
directly effects the firms at the micro level. For instance, as known, exporting contributes to the growth 
and the development of the firms. More specifically, the contribution of the exporting to the firms can be 
summarized as follows [10], [11]: (a)  by exporting firms can extent product life cycle, (b) for some 
product lines international competition can be less fierce comparing to internal market place, (c) with the 
help of exporting, firms can increase their production capacity, benefit from the economies of scale, 
increase their knowledge and experiences resulting with the decreased unit costs, hence the exporting firm 
can be more competitive in the international market place, (d) exporting can be a means of creating firm 
image and prestige within the society, (e) exporting may reduce the research and development (R&D) 
costs of the firms, (f) by exporting firms can be in an advantageous position with the gain of geographic 
differentiation than production differentiation would be required in most cases without exporting, (g) 
exporting may help firms to gain tax advantages, and (h) by exporting firms can gain a rapid growth 
comparing to the internal market growth. 
There are some studies related to the grouping of export problems encountered by the firms. These 
studies particularly focused on the small and medium sized firms (SMSFs). Oktav et al. [1990] conducted 
a detailed study on the current problems of the SMSFs such as managerial and human resources 
problems, financial problems, raw material supply problems and marketing problems. Muftuoglu [12] 
also studied the problems of the SMSFs under the same headings as Oktav et al. [10] did. 
In a study conducted by Kara [1998] on the SMSFs in the city of Trabzon, problems related to 
exporting were classified as: (a) firm structured related, (b) cost related, (c) red-ribbon related, (d) 
inability to develop tools and mechanisms to reduce the risk for entering the new markets, (d) fierce 
competition in international markets, (e) inability to determine the potentials in international markets and 
(f) problems related to the firm management. 
Ozgen and Dogan [13] classified the managerial problems encountered by the SMSFs when entering 
the international market as: (a) problems related to management and managers, (b) lack of qualified 
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human resources, (c) business owners with technical background, (d) educational problems, (e) 
specialization and information problems. 
The Small and Medium Sized Enterprises Development and Supportive Organization (KOSGEB) 
surveyed the exporting problems of SMSFs. The participating firms to the survey indicated that: (a) they 
lack in information related to international markets (26.3%), (b) they face with the red-ribbon and lack of 
laws (24%), (c) they cannot benefit from the exporting supports (14.3%), (d) they do not have enough 
production capacity in order to meet the large amount of the orders from international markets (11.4%), 
(e) they lack in qualified managerial and human resources (10.2%) and (f) problems related to the 
differences in socio-cultural structures [13]. 
Altuntas [14] examined the information access problems in export. In this study, it was determined that 
firms were unaware of the benefits of exporting, the size of the exporting markets and the steps they need 
to follow to export and where to apply. 
In a theoretical study, Boz [15] classified the exporting firms’ problems as: (a) financial, (b) lack of 
qualified human resources, (c) lack of information relating to international marketing, (d) production 
quality and (e) lack of research and development facilities. Surveying the 35 SMSFs, Turkel [16] studied 
the export problems of SMSFs in Istanbul. Similarly, it was determined that those SMSFs faced the 
problems of management and organization, qualified human resources, and research and development. 
Akyuz, Gedik and Akyuz [17] surveyed the local and international marketing problems of the firms in 
10 different cities and five different branches of the Turkish industry. It was found that all of the firms 
surveyed had the marketing problems because of their limited management capacity. 
Most of the studies in the current literature related to Turkey is on the SMSFs and lacking in an 
holistic approach to the whole exporting firms’ problems. In this respect, this study will focus on the 
whole exporting firms’ problems in a holistic way; this will also allow the comparisons in terms of firm 
size and the industrial branches. In line with the related literature, exporting problems of the firms can be 
grouped as follows. 
Problems Related to Quality and Standardization Perception Deficiencies: Most of the firms 
perceive the quality as a final stage of the production process. However, according to modern quality 
approach, quality starts from the purchasing stage of the supply chain, production stage, branding, 
packaging, distribution and continues event during the post-purchase processes. 
Problems Related to Marketing Research:  Conducting marketing research in international markets 
requires collecting data from those markets, hence the importance of foreign language speaking human 
resources. The lack of foreign language human resources limits the firms to access the data relating to the 
industrial and end-use consumers. Particularly, SMSFs are unsuccessful in following the rapidly changing 
tastes and choices of the consumers in the international market place. Social and economic changes, from 
one market place to another, cause serious problems resulting with unsuccessful business operations [18]. 
Ignoring marketing research or conducting inappropriate research techniques affect the firms with the 
results of unsuccessful exporting operations. Because of financial constraints, firms face with in 
exhibiting their production samples in the international markets, like fairs, which is also an important 
aspect of the marketing research. In addition to this, adaptation to the changes, estimation of the possible 
changes, innovation and R&D activities require tremendous marketing research efforts [20]. 
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Problems Related to Prices: Input costs increase the product prices resulting with the exporting 
problems with the decrease of the firm competitiveness in international markets. Another negative effect 
on the competitiveness power of the exporting firms relates to the lack of knowledge regarding 
competitors and market structures and following inappropriate marketing strategies [10]. 
Distribution Problems: Delays of supply of inputs and related to this irregular productions without 
proper planning create distribution problems. This kind of drawbacks results with the discontinuous 
exporting [10]. 
Promotion Problems: Promotional activities of the exporting firms, within the international market 
place, are very weak. This is particularly because of the unawareness of the firms regarding advertising, 
fairs, exhibitions, face to face contacts with the potential buyers [2]. In addition, because of the high costs 
of the promotional activities in the international markets, the exporting firms are unable to conduct proper 
promotional activities and, to some extent, they lack in understanding the importance of the promotional 
activities in international marketing [10]. 
Problems Related to the Financing of Exporting: Financing is another issue in exporting. Every 
exporting firm cannot access to and benefit from the exporting credits because of the complicated and 
bureaucratic procedures. In addition, in some cases exporting firms face with the collection trouble for the 
credits with a negative revenue effect because of the exchange rate fluctuations. 
Lack of Qualified Human Resources and Exporting Departments: As mentioned before, most of 
the SMSFs do not have any separate department relating to foreign trade and hence they lack in qualified 
human resources in terms of exporting and experts in international trade. 
Problems Created by the Export Regimes: Difficulties in following frequently changing export 
legislations may cause contradictory applications of the exporting activities with the current export 
regime. In addition to this, complicated and unclear legislations and bureaucracy may trouble for the 
exporting firms. 
Legislative and Bureaucratic Problems: Firms encounter with heavy bureaucratic procedures in 
their relations with the public institutions and organizations. Lack of cooperation and coordination among 
the public organizations may result with conflicts and waste of time and money. Most of the firms 
generally complain about the unnecessary and complicated procedures. Because of the legislative 
obligations bureaucratic system works very slow. Decisions of municipalities and other local authorities 
conflict with the central authority creating problems for the exporting firms. Attitudes and behaviors of 
the staff in the public organizations, where exporting firms conduct the required bureaucratic procedures, 
cause disturbance [21]. 
Management and Managerial Problems: In most of the firms in Kayseri, entrepreneurship, 
ownership and managerial operations are generally fulfilled by the same person, clearly who is in most 
cases, the owner. This indicates that most of those kinds of firms are SMSFs. Values and motivations of 
the owners/managers are one of the most determinant factors on the firm objectives and aims. Owner 
manager is dominant within the firm [22]. As a result of this, barriers to employee participation in the 
management occur. In this respect, ambition, determination, intention, objectives, assumptions, ethical 
values and personalities of the firm mangers play an important role in determining the strategies [23]. 
Risk taking and innovative characteristics, experiences, technical and managerial knowledge, ability to 
analyze, business related other characteristics of the owner managers will be effective in the 
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successfulness of firms’ business operations. It is worth noting that firm owners are generally practical 
without taking any technical and managerial education. 
Other Problems: One of the export related problems emerges from the nontariff barriers such as 
quotas, standards and health conditions. It may not be possible to eliminate the problems emerging from 
the nontariff barriers, but the availability of these kinds of problems should be borne in mind [24], [25], 
[26].  
Firms willing to operate in international market place should analyze first the target market consumers 
and competitors. Firms developing strategies and tactics, which are inconsistent with the market 
differentiations, and ignoring competitive conditions, cannot be successful in today’ fierce competitive 
international market place. 
3. Export Industries of Turkey 
According to the data from the World Trade Organization, Turkey has been ranked 25th in 2002, 
during the    2004-2006 Exporting Strategic Plan period it has been ranked 22nd.  In 2007, Turkish exports 
have been increased by 25.3% and reached to 107,2 billion US Dollars. The share of Turkey in the worlds 
total export earning was 1.04% in 2007, 1.1% in 2008 and 0.67 in 2009. 
According to Turkish export figures in 2010 [27], the total of 113,899 billion US Dollars of the 
Turkish export earnings depends on the following products; 4.5% is on agriculture, forestry and fishing 
products,  2.4% is on mining and quarrying, 92.6% is on manufacturing products and 0.5% is on other 
products. From 2000 to 2010, the Turkish exports earnings increased four folds. The increase in the 
export of manufacturing products helped the export earning to reach the above given amount. 
Approximately 48% of the Turkish exports are from the European Union.  Foreign trade figures of 
Turkey in general and Kayseri in particular are given in Table 1. As can be noticed from Table 1, the 
share of export earning of Kayseri in Turkey’s total export earnings is around 1%. 
Table 1 Export Figures of Turkey and Kayseri between 2005 and 2010 ($US1000) 






2005 73,476,408 116,773,174 702,455 913,422 
2006 85,534, 676 139,576,714 750,322 1,095,115 
2007 107,212,750 170,057,715 977,406 1,291,243 
2008 132,027,196 201,964,574 1,122,165 1,387,750 
2009 102,135,613 140,928,421 964,320 1,001,632 
2010 113,889,174 185,497,717 1,164,852 1,449,234 
Source: Derived from Undersecretariat of Foreign Trade and the Turkish Statistics Institute. 
  
Distribution of exporting firms by cities and exporting values are given in Table 2. As can be seen 
from Table 2, Kayseri has been ranked as 11th in terms of exporting value which is $US1, 164,852,000 in 
2010. According to data in 2010, Istanbul is the highest exporting city with the export value of 
$US53,022,509,000. In 2010 while there were 662 exporting firms in Kayseri, 26,538 exporting firms 
were operating in Istanbul which is the main commerce, finance and trade center of Turkey. 
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Table 2 Distribution of Exporting Firms by Cities and Export Values ($US1000) 
Number of Exporting Firms Exporting Values 
Years Years 
City 
2007 2008 2009 2010 2007 2008 2009 2010 
Istanbul 26,067 25,804 25,589 26,538 59,645,232 73,503,523 55,539,993 53,022,509 
Bursa 2,939 2,804 2,898 2,959 9,075,663 11,113,948 9,056,713 10,673,385 
Kocaeli 888 927 970 994 5,860,399 8,468,835 4,577,506 9,521,939 
Izmir 4,204 3,923 3,697 3,916 6,431,020 7,823,319 6,118,729 6,677,005 
Ankara 2,952 3,225 3,340 3,445 4,240,969 5,361,209 4,911,248 5,620,407 
Gaziantep 931 976 1,046 1,084 2,447,656 3,237,061 2,952,993 3,521,408 
Denizli 780 732 757 766 2,010,063 2,196,710 1,587,500 2,127,379 
Hatay 649 667 659 674 1,199,654 1,762,181 1,417,802 1,705,232 
Adana 800 812 842 856 1,166,028 1,304,024 1,135,887 1,352,053 
Icel 748 731 774 805 892,530 1,075,867 1,048,626 1,182,414 
Kayseri 677 618 648 662 977,544 1,122,165 964,320 1,164,852
Konya 852 919 974 1,084 694,111 871,223 735,997 979,277 
Antalya 684 711 714 804 650,609 724,563 655,414 863,363 
Source: Cities were ranked based on the data in 2010 derived from (DTM, 2011). 
Table 3 Top 10 Countries Import from Turkey ($US1000) 
Country 2007 % 2008 % 2009 % 2010 % 
Germany 11,935,674 11.2 12,842,291 10.0 9,717,298 10.0 11,461,453 10.2 
England 8,356,994 7.89 7,917,822 6.21 5,811,565 5.99 6,974,739 6.22 
Italy 7,497,911 7.08 7,804,837 6.12 5,858,241 6.03 6,557,692 5.84 
France 5,972,169 5.64 6,626,504 5.20 6,278,456 6.47 6,135,972 5.47 
Iraq 2,834,485 2.68 3,926,596 3.08 5,125,936 5.28 6,026,368 5.37 
Russian Federaion 4,872,958 4.60 6,631,516 5.20 3,310,418 3.41 4,679,476 4.17 
U.S.A. 3,935,915 3.72 4,121,898 3.23 3,123,587 3.22 3,773,185 3.36 
Spain 4,676,950 4.42 4,167,994 3.27 2,886,265 2.97 3,648,995 3.25 
Iran 1,394,339 1.32 1,957,546 1.54 2,050,260 2.11 3,028,338 2.70 
United Arab Emirates  2,938,002 2.77 7,401,279 5.80 2,099,282 2.16 2,755,239 2.46 
Source: Countries were ranked based on the data in 2010 derived from (DTM, 2011).  
The top 10 countries Turkey exports are given in Table 3. Germany was ranked the first with the 11.4 
billion USA Dollars export earnings representing the 10% of the total Turkish export earnings in 2010. 
These top ten countries represent approximately 50% of the total Turkish export earnings. 
Most widely importing countries from Kayseri are given in Table 4. Approximately 10% of the export 
values of Kayseri firms is derived from the exports to Iraq, 
Table 4 Top Countries Import from Kayseri (1000 $US) 
Year Country 
2009 2010 
Iraq 121,762,776 152,382,319 
Germany 66,695,219 65,638,530 
Kayseri Free Trade Zoone 49,302,019 55,669,454 
Belgium 26,221,261 47,117,813 
U.S.A. 29,040,282 37,997,045 
Italy 29,247,324 37,809,118 
Iran 26,334,921 37,268,459 
France 28,613,145 32,239,941 
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Greece 28,821,598 31,150,290 
Poland 27,086,020 28,559,247 
England 21,830,395 27,398,574 
Azerbaijan-Nakhichevan 22,296,891 23,603,002 
Georgia 11,251,389 21,788,427 
Libya 14,224,035 19,836,667 
Source: Data derived from the Turkish Exporting Assembly (2011).
[http://www.tim.org.tr/files/downloads/rakamlar/2010/ilulkeihr_01_12_2010.xls], retrieved on 
the 25th March 2011. 
4. Methodology 
4.1. Research Goal 
The aim of this study is to determine the problems encountered by the exporting firms which are 
important for the economic purposes. In this respect, more specifically, this study investigates the 
problems encountered by the exporting firms operating in the city of Kayseri in Turkey, and also their 
perceptions related to this issue. 
4.2. Sample and Data Collection 
The population of the current study consists of 203 exporting firms registered with Kayseri Chamber 
of Industry. Although the survey aimed to reach the whole population, only 54 of those firms returned the 
usable questionnaires. The return rate is approximately 27%. 
In line with the aims, a questionnaire was developed including various types of question. In order to 
prepare an appropriate questionnaire first the literature was reviewed and an interview was conducted 
with the representatives of 10 exporting firms in Kayseri. Subsequently, a pilot study was done with 
sample representing the targeted population. 
4.3. Measures 
The questionnaire consists of three parts: (a) the first part includes the factors affecting export 
decisions of the firms, (b) the second part consists of the questions related to the exporting problems of 
the firms and (c) the last part is related to the organizational features. The first part includes 10 
propositions on a five-point ordinal importance scale (1=extremely unimportant and 5=extremely 
important), while the second part has 38 propositions on a five-point Likert type ordinal scale (1=strongly 
disagree and 5=strongly agree). 
The questionnaire was applied through e-mail and face to face visits. Once the data has been collected, 
the following analyses have been conducted: (a) Demographics of the respondents and the responding 
firms’ characteristics have been summarized based on the frequencies and the percentages. (b) Possible 
exporting factors and exporting problems have been summarized on the basis of mean values and 
standard deviations. (c) In order to group the 38 propositions related to the exporting problems 
encountered by the sampled respondent exporting firms, factor analysis has been run. (d) In order to 
measure the factor differences by the firm characteristics multiple variance analysis (MANOVA) has 
been conducted.  
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The results of the primary data and the discussions built based on the above given analyses are given in 
the section below. 
5. Analyses and Results 
5.1. Characteristics of the Exporting Firms 
Characteristics of the exporting firms and respondents are given in Table 5. As can be noticed from 
Table 5, there are 54 exporting firms participated in the survey. Approximately 39% of the responding 
firms are in the textile and furnishing sectors, most of them small and medium sized and 51% of the 
participating firms’ yearly exporting value is below 1,000,000 USA Dollars.  
Table 5 Characteristics of the Exporting Firms Responded to the Survey 
Operating Sector n % Yearly Exporting Values ($USA) n % 
Textile 10 19 100.000-1.000.000 25 51 
Food 6 11 1.000.001-2.000.000 9 18.4 
Furnishing 11 20 2.000.001-3.000.000 3 6.1 
Electronics/Communication Technologies 1 2 3.000.001-4.000.000 2 4.1 
Chemical 4 7 4.000.001-5.000.000 2 4.1 
Machinery 6 11 5.000.001-6.000.000 1 2 
Other 16 30 6.000.001 and above 7 14.3 
TOTAL 54 100 TOTAL 49 100 
Operating Year n % Exporting Period n % 
1-5 6 11 1-5 28 52 
6-10 12 22 6-10 19 35 
11-15 15 28 11-15 3 5 
16-20 9 17 16-20 2 4 
21-25 5 9 21-25 2 4 
26 and above 7 13 
   
TOTAL 54 100 TOTAL 54 100 
Number of Employee n % Export Earnings as Part of Revenues n % 
Small (1-50) 31 57,5 1-20 17 32.7 
Medium (51-150) 17 31,5 21-40 24 46.1 
Large (151 and above) 6 11 41-60 1 1.9 
  61-80 1 1.9 
   81-100 9 17.3 
TOTAL 54 100 TOTAL 52 100 
Position of the Respondents in the Firm n % 
Firm Owner – President of Managerial Board 7 14 
General Manager – Firm Manager 6 12 
Foreign Trade Manager 6 12 
Foreign Trade Staff 8 16 
Other Department Manager 9 18 
Other Staff 14 28 
TOTAL 50 100 
Education level of the Respondents n % 
Primary and Secondary Education 4 7.5 
High School / College Education 9 17 
Associate and Bachelor’s University Degrees 32 60.4 
Master’s and Doctorate Degrees 8 15.1 
TOTAL 50 100 
Globalization levels of the responding firms are given in Table 6. Most of the firms (38.5%) conduct 
detailed market research in the foreign markets in order to be available locally. 36,5% of the responding 
firms frequently sells their products in foreign markets, 15.4% mainly focuses the on internal market, but 
seeks some opportunities in foreign markets and 9.6% sells globally on some occasions in order to 
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destock. However, these results should be taken into account by considering the affect of social 
desirability of the respondents. 
Table 6 Globalization Levels of the Responding Firms 
Proposition n % 
We export on some occasions to destock 5 9.6 
Our focus is on the internal market, but we seek opportunities in international markets 8 15.4 
We frequently sell our products in the foreign markets  19 36.5 
We conduct detailed market research in the foreign markets to be available globally   20 38.5 
TOTAL 50 100 
  
Factors affecting the responding firms in their export decisions are given in Table 7. One of the most 
influential factors is to get tax advantages (the mean value is 3.72) and the less influential factor is related 
to avoiding from the local competition in the country (the mean value is 3.15).  
Table 7 Factors Affecting Firms to Export 
Factors n Mean Standard 
Deviation 
To be prestigious 54 3.629 1.569 
To use the capacity efficiently 54 3.666 1.098  
To avoid from the competition in the country 53 3.150 1.199 
To avoid from the competitive pressures 53 3.396 1.044 
To increase our profit level 54 3.370 1.014 
To get tax advantages 54 3.722 0.919 
Inadequacy of internal demand 54 3.407 1.124 
To extent the product life cycles  53 3.207 1.098 
To induce positive image in the country 54 3.592 0.789 
Exporting problems of the responding firms are given in Table 8. In terms of the mean values, 
problems encountered by the exporting firms can be ranked by their importance levels. The first ranked 
three problems are as follows: (a) mistakes in determining the target markets (3.833), (b) difficulties 
because of the foreign exchange rate fluctuations (3.509) and (c) the competitiveness of the Chinese 
products (3.463). The last ranked three problems are related to: (a) the agreements, (2.792), (b) the 
marketing research (2.961) and (c) the communication barriers because of the inadequate foreign 
language knowledge (2.981). 
Table 8 Exporting Problems Encountered by the Sampled Exporting Firms 
Exporting Problems (Propositions) n Mean Standard 
Deviation 
Exporting staffs do not have satisfactory information on all specific products 54 3.000 1.427 
Lack of capital resources in the firm 54 3.074 1.061 
We do not have specific information on the potential exporting markets 52 3.173 0.901 
We lack in competitors information in the international market place 54 3.407 1.073 
We lack in our promotional activities in the international markets 50 3.080 0.965 
We are unable to understand the agreements properly 53 2.792 1.044 
We are not creative in product development 54 3.203 1.052 
Our production technologies are inadequate 53 3.226 1.170 
We face with communication barriers because of the inadequate foreign language knowledge 54 2.981 1.072 
Foreign trade staffs are not empowered adequately 52 3.000 1.028 
We lack in qualified human resources 52 3.461 1.074 
We face with nontariff barriers 53 3.434 1.028 
Customs processes exceed 53 3.320 1.105 
We do know the customs processes adequately  52 3.365 1.120 
We do not have regular contacts with the international markets 52 3.115 1.003 
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We face with difficulties in determining the reliability of the international customers 53 3.434 1.083
We cannot collect the export credits 54 2.981 1.173 
We cannot present properly our products in the fairs 54 3.277 1.088 
We face with the problems because of the overvalued Turkish Lira 53 3.452 1.084 
We face with the bureaucratic exporting formalities in Turkey 54 3.444 1.449 
We face with the bureaucratic exporting formalities in some foreign countries 54 3.296 1.175 
We have difficulties in accessing to the data on the international sectors we export 54 3.277 0.998 
We have difficulties in competing with the local firms in the foreign markets 53 3.037 0.939 
We do not have satisfactory knowledge about the authorization document and certification in 
exporting 
54 3.203 1.484 
We cannot conduct adequate marketing research in some markets 52 2.961 1.154 
It is very difficult to adjust ourselves to international markets 54 3.092 1.103 
Our marketing costs are very high 54 3.314 0.928 
It is very difficult to determine the appropriate distribution channels 53 3.150 1.026 
Competitive pricing is not easy in the forein markets 53 3.018 0.909 
We make mistakes in determining the target markets 54 3.833 5.794 
We face difficulties in finding financial credits  53 3.264 1.040 
We face difficulties because of the foreign exchange rate fluctuations 53 3.509 0.953 
Problems related to the competitiveness of the Chinese products  54 3.463 0.945 
We face with the difficulties in transportation  53 3.075 0.937 
Our input costs are very high 54 3.444 0.964 
As a country Turkey cannot promote itself properly 54 3.388 1.035 
Since some Turkish firms export low quality products, the Turkish image is damaged 54 3.351 1.084 
Turkish firms has negative image in some international markets 54 3.203 1.034 
5.2. Factor Analysis: Exporting Problems 
Factor analysis was conducted to reduce the 38 items (propositions related to the possible exporting 
problems) into a small number of “underlying” grouped factors. Principal components analysis was used 
to identify underlying grouped factors because of its simplicity and distinctive characteristic of data-
reduction capacity for extraction. The Kaiser–Meyer–Olkin Measure of Sampling Adequacy 
(KMO = .511) and Bartlett’s Test of Sphericity (Ȥ2 = 323.131, p < .001) confirmed that factor analysis 
was appropriate on these items. The analysis produced two factors with eigenvalues greater than 1, which 
together accounted for 69.785% of the common variance. The Cronbach alpha coefficient was .769, 
which indicated satisfactory level of internal reliability for the scale [28]. Cronbach’s Alpha values of the 
first two factors are above .70 which are at the minimum acceptable levels, though of the last four factors 
are between .50 and .60 which are indicating relatively low level of reliability, as given in Table 9. This is 
partly because of the low level of response rate. Rotated Component Matrix factor loadings are also given 
in Table 9. Factors have been given an appropriate factors name depending upon the propositions they 
consist of. 










Factor 1: Inadequate Export Requirements and Image   23.738 4.273 .701 
Turkish firms has negative image in some international markets .819    
We cannot present properly our products in the fairs .743    
We face with difficulties in determining the reliability of the international 
customers 
.672    
We do not have satisfactory knowledge about the authorization document 
and certification in exporting 
.657    
It is very difficult to adjust ourselves to international markets .610    
Factor 2: Inconsistent Marketing Environment   11.561 2.081 .753 
We face with the bureaucratic exporting formalities in some foreign 
countries 
.803    
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We have difficulties in accessing to the data on the international sectors we 
export 
.778    
We face with the bureaucratic exporting formalities in Turkey .733    
Factor 3: Institutional Inadequacies 10.645 1.916 .590 
We lack in competitors information in the international market place .811    
Lack of capital resources in the firm .767    
We lack in qualified human resources .587    
We make mistakes in determining the target markets .428   
Factor 4: Operational Inadequacies 9.006 1.621 .510 
We do not have regular contacts with the international markets .800    
We do know the customs processes adequately .690   
Factor 5: Costs and Barriers 7.546 1.358 .595 
Our input costs are very high .754    
We face with nontariff barriers .610   
Factor 6: Prices and Exchange Rate Fluctuations   7.289 1.312 .501 
Problems related to the competitiveness of the Chinese products .817   
We face difficulties because of the foreign exchange rate fluctuations .752   
Factor 1 named as “Inadequate Export Requirements and Image” consisting five exporting 
problems related propositions. The proposition of “Turkish firms has negative image in some 
international markets” has the  highest varience score (.819), subsequent propositions have the following 
variance scores “we cannot present properly our products in the fairs” (.743), “we face with difficulties in 
determining the reliability of the international customers” (.672), “we do not have satisfactory knowledge 
about the authorization document and certification in exporting” (.657) and last but of course not least  “it 
is very difficult to adjust ourselves to international markets” (.610). This factor explains the 23.738% of 
the total variance score. 
Factor 2 named as “Inconsistent Marketing Environment” consisting three exporting problems 
related propositions. The proposition of “we face with the bureaucratic exporting formalities in some 
foreign countries” has the  highest varience score (.803), subsequent propositions have the following 
variance scores “We have difficulties in accessing to the data on the international sectors we export” 
(.778) and “We face with the bureaucratic exporting formalities in Turkey” (.733). This factor explains 
the 11.561% of the total variance score. 
Factor 3 named as “Institutional Inadequacies” consisting four exporting problems related 
propositions. The proposition of “we lack in competitors information in the international market place” 
has the  highest variance score (.811), subsequent propositions have the following variance scores “Lack 
of capital resources in the firm” (.428), “we We lack in qualified human resources” (.587), and “we make 
mistakes in determining the target markets”. This factor explains the 11.561% of the total variance score. 
Factor 4 named as “Operational Inadequacies” consisting two exporting problems related 
propositions. The proposition of “we do not have regular contacts with the international markets” has the  
highest varience score (.800), while the proposition of “we do know the customs processes adequately” 
has the variance score of .690. This factor explains the 9.006% of the total variance score. 
Factor 5 named as “Costs and Barriers” consisting two exporting problems related propositions. The 
proposition of “our input costs are very high” has the  highest varience score (.754), while the proposition 
of “We face with nontariff barriers” has the variance score of .610. This factor explains the 7.546% of the 
total variance score. 
Factor 6 named as “Competition and Exchange Rate Fluctuations” consisting two exporting 
problems related propositions. The proposition of “problems related to the competitiveness of the Chinese 
products” has the  highest varience score (.817), while the proposition of “We face difficulties because of 
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the foreign exchange rate fluctuations” has the variance score of .752. This factor explains the 7.289% of 
the total variance score. 
5.3. Perception of the Factors by Firm Characteristics Variables  
In this section, the aim is to analyze the differences of the exporting problems by firm characteristics 
and globalization level of the exporting firms. In other words, it is the aim of this section to evaluate the 
above given six factors as the dependent variables in terms of firm characteristics and globalization levels 
of the exporting firms as being the independent variables. To do that a multivariate analysis of variances 
(MANOVA) has been applied to the data collected through the questionnaire. Within the framework of 
this analysis, Hotelling’s Trace test (also called Lawley-Hotelling or Hotelling-Lawley Trace) is a statistic 
for a multivariate test of mean differences between two groups, has been used. As the results of this test 
indicates, the perceptions of respondents on the exporting problems of the firms differ in terms of firm 
characteristics, such as firm size, share of export earnings in the whole revenues, exporting period, 
operating year and the level of globalization. For this purpose following statistical hypotheses have been 
tested. 
H10: Exporting problems do not differ in terms of firm size. 
H1A: Exporting problems differ in terms of firm size. 
As can be seen from Table 10, Hotelling’s Trace test indicated that three out of six exporting problem 
related factors showed significant differences in terms of firm size. 
The factor of “inadequate export requirements and image” differs in terms of firm size. The mean 
values indicate that small and the perceptions of medium sized exporting firms (3.36) on this factor differ 
from those of large scale exporting firms (2.17). As mentioned in the literature review, to some extent, 
this can be an expected result. This is to say that small and medium sized firms can be lack of 
organizational and human based resources as well as financial ones comparing to large scale firms which 
may not have image and resource problems. 
The factor of “institutional inadequacies” differs in terms of firm size. As can be noticed from the 
mean values in Table 10, there is a considerable difference on the perception of this factor particularly 
between the small (3.37) and large scale (2.61) exporting firms. As mentioned above, particularly 
organizational structures and the limited experiences of these firms in international markets might have 
increased their institutional inadequacies comparing the large scale firms which are expected to have 
appropriate organizational structure and culture for exporting depending upon their scale and knowledge. 
The perceptions of the medium sized (3.30) exporting firms are not far from the small sized ones. In other 
words, their perceptions on this factor resembles to each other.   
The factor of “operational inadequacies” differs in terms of firm size. This factor shows a difference in 
terms of firm size. The highest difference exists between the medium sized (3.47) and large scale (2.14) 
firms. Again small sized exporting firms show a similar patterns with the medium sized (3.29) firms.  
The above given three factors show a considerable difference between small-medium sized exporting 
firms and large scale exporting firms. As mentioned above, the institutional structures, organizational 
climate and culture are important to tackle with the possible exporting problems. 
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Table 10 Factors Perceptions by Firm Characteristics 
Firm Size Factors 
Small Medium Large 
F Sig. 
Inadequate Export Requirements and Image 3.36 3.36 2.17 9.945 .000 
Institutional Inadequacies 3.37 3.30 2.61 3.926 .026 
Operational Inadequacies 3.29 3.47 2.14 6.729 .003 
Hotelling's Trace: Value = 0.873  F= 3.274    Hypothesis d.f. = 12.000    Error d.f.  = 90.000     Sig.= 0.001 
Share of Export Earnings in the Whole Revenues F Sig. Factors 
1-20 21-40 41-60 61-80 81-100  
Competition and Exchange Rate Fluctuations 3.27 3.31 4.00 3.00 4.28 3.923 .008 
Hotelling's Trace: Value = 0.992  F= 1.674   Hypothesis d.f.  = 24.000    Error d.f. = 162.000    Sig.= 0.033 
Exporting Periods  F Sig. Factors 
1-5 6-10 11-15 16-20 21-25  
Inadequate Export Requirements and Image 3.35 3.34 2.53 2.50 1.60 4.660 .003 
Institutional Inadequacies 3.38 3.26 3.08 3.00 1.88 2.595 .048 
Hotelling's Trace: Value = 1.196   F= 2.118   Hypothesis d.f. = 24.000   Error d.f.  = 170.000    Sig.= 0.003 
Operating Years F Sig. Factors 
1-5 6-10 11-15 16-20 21-25 26+  
Institutional Inadequacies 3.88 3.55 3.09 3.31 3.05 2.61 3.589 .008 
Operational Inadequacies 3.42 3.29 2.90 3.50 4.10 2.43 3.087 .017 
Hotelling's Trace: Value = 1.191  F= 1.645   Hypothesis d.f. = 30.000    Error d.f.  = 207.000    Sig.= 0.024 
Globalization Levels* Factors 
Level 1 Level 2 Level 3 Level 4 F Sig. 
Operational Inadequacies 3.34 3.41 2.97 3.34 4.845 .005 
Competition and Exchange Rate Fluctuations 3.53 4.00 3.31 3.53 3.190 .032 
Hotelling's Trace: Value = 1,037  F= 2,402   Hypothesis d.f.  = 18,000   Error d.f.  = 125,000    Sig.= 0,003 
*: Level 1: Exports on some occasions to destock. Level 2: The focus is on the internal market, but seeks 
opportunities in international markets. Level 3: Frequently sells its products in the foreign markets. Level 4:
Conducts detailed market research in the foreign markets to be available globally.  
As can be seen from Table 10, Hotelling’s Trace test indicated that one out of six exporting problem 
related factor showed significant differences in terms of share of export earnings in the whole revenues. 
H20: Exporting problems do not differ in terms of level of export earnings. 
H2A: Exporting problems differ in terms of export level of export earnings. 
The factor of “competition and exchange rate fluctuations” differs in terms of level of export earnings. 
As the share of export earnings increase in the whole revenues, the perceptions of exporting firms on 
competition and exchange rate fluctuations related exporting problems increase. In other words, the larger 
the amount of export earnings in company revenues, the higher possible effect of the competition and 
exchange rate fluctuations problems. As company revenue depends on export earnings, it cares more 
about the international competition and the possible losses in earnings because of the fluctuating 
exchange rates.  
As can be seen from Table 10, Hotelling’s Trace test indicated that two out of six exporting problem 
related factors showed significant differences in terms of exporting. 
H30: Exporting problems do not differ in terms of exporting periods. 
H3A: Exporting problems differ in terms of exporting periods. 
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The factor of  “inadequate export requirements and image” differs in terms of exporting periods. As 
the number of exporting years increases, the perceptions of the exporting firms on the inadequacy of 
export requirements and image related problems reduce. If a firm exports for a long period of time, it is 
expected to fulfill the managerial, organizational and other requirements for exporting and it is also 
expected to have an acceptable level of image both locally and globally.   
The factor of “institutional inadequacies” differs in terms of exporting period. As the number of 
exporting years increases, the perceptions of the exporting firms on the problems relating to the 
institutional inadequacies reduce. As mentioned above, once a firm gains exporting abilities and 
experiences, its institutional adequacies and abilities increase in international markets, hence the reduced 
exporting problems emerging from the institutional structure. 
As can be seen from Table 10, Hotelling’s Trace test indicated that two out of six exporting problem 
related factors showed significant differences in terms of operating years. 
H40: Exporting problems do not differ in terms of operating years. 
H4A: Exporting problems differ in terms of operating years. 
The factor of “institutional inadequacies” differs in terms of operating years of the exporting firms. As 
the number of operating years of the exporting firm increases, the perceptions of the exporting firm on the 
problems caused by the institutional inadequacies reduce. If a firm operates for a long period of time, it is 
expected to fulfill the managerial, organizational and other requirements for exporting. 
The factor of “operational inadequacies” differs in terms of operating years of the exporting firms.  As 
the number of operating years of the exporting firms increases, the perceptions of the exporting firms on 
the problems emerged from operational inadequacies reduces, because of the exporting abilities and 
experiences it gains over a period of operating period. 
As can be seen from Table 10, Hotelling’s Trace test indicated that two out of six exporting problem 
related factors showed significant differences in terms of globalization levels. 
H50: Exporting problems do not differ in terms of globalization levels. 
H5A: Exporting problems differ in terms of globalization levels. 
The factor of “operational inadequacies” differs in terms of globalization levels of the firms. Figures in 
Table 10 indicate that frequently exporting firms or firms which have the high level of availability in 
international markets do not perceive the operational inadequacies as much problem as those which have 
high level of availability in international market place or seek further opportunities in the foreign markets. 
However, firms exporting rarely, like those at level 1 of globalization, do not perceive the operational 
inadequacies as much problem as those at level 2, which might be because of their low level of 
expectation from the international markets. Therefore, since they do not have high level of expectations 
from exporting as the firms do at level 2, they might not have any proper evaluations on the issue 
considered here.  
The factor of “competition and exchange rate fluctuations” differs in terms of globalization levels of 
the firms. Again firms at level 2 of globalization perceive competition and exchange rate fluctuations than 
those at other levels of globalization. The above argument may also be appropriate for this statistical 
result. 
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6. Conclusion 
The aim of this study was to reveal the exporting problems of the firms in the case of a Turkish city, 
Kayseri. General firm characteristics of the firms are as follows: (a) Most of the firms, which consist of 
the sample of the current research, operate in furnishing (20%) and textile (19%) sectors. (b) 
Approximately 58% of the exporting firms surveyed is small sized, 31% is medium sized and 11% is 
large scale, (c) Most of the exporting firms in Kayseri aim to access to the international markets by 
conducting detailed marketing research and they also sell their products in international markets and seek 
possible enlargement opportunities. This indicates the highest globalization level. Among the most 
important factors that affect the firms to export are to benefit from the tax advantages and to use the 
production capacity efficiently. 
In this study, by evaluating the exporting problems of the firms in the case of Kayseri, the following 
conclusions have been drawn up. 
The most important problems the exporting firms encounter are: (a) mistakes in determining the target 
markets, (b) difficulties because of the foreign exchange rate fluctuations and (c)  problems related to the 
competitiveness of the Chinese products. 
  
Depending upon the factor analysis, the problems encountered by the exporting firms can be classified 
in six main groups as being: (a) inadequate export requirements and image, (b) inconsistent marketing 
environment, (c) institutional inadequacies, (d) operational inadequacies, (e) costs and barriers and (f) 
competition and exchange rate fluctuations. 
In order to understand whether the factor dimensions (classified exporting problems) shows any 
significant differences in terms of first characteristics and globalization levels, a multivariate variance 
analysis has been run. The results of MANOVA have indicated some significant differences by firm 
characteristics and levels of globalization.  
Firms’ perceptions on the factors of “inadequate export requirements and image”, “institutional 
inadequacies” and “operational inadequacies” differ in terms of firm size. Perceptions of the small and 
medium sized exporting firms on the factors of “inadequate export requirements and image”, 
“institutional inadequacies” and “operational inadequacies” are higher than large scale firms’ perceptions. 
These results indicate that small and medium sized firms lack in meeting the requirements of exporting to 
the foreign markets, they are inadequate both institutionally and operationally, they also have image 
problem particularly emerged from their organizational structures, climate, culture and lack of qualified 
human resources depending on their financial abilities comparing to large scale exporting companies. 
Firms’ perceptions on the factor of “competition and foreign exchange rate fluctuations”, “institutional 
inadequacies” and “operational inadequacies” differ in terms of export earnings share in total revenues. 
As the share of exports earnings increase in the total company revenues, the importance given to this 
factor also increases. 
Firms’ perceptions on the factors of “inadequate export requirements and image” and “institutional 
inadequacies” differ in terms of exporting period. The longer the exporting period is, the lower the firms’ 
perceptions on these factors, since they are expected to gain experiences on the international market 
places. 
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Firms’ perceptions on the factors of “institutional inadequacies” and “operational inadequacies” differ 
in terms of operating years of the exporting firms. As the operating years of the exporting firms increase, 
their operational and institutional abilities improve and hence they become more experienced both in 
business abilities and other abilities required for exporting or operating in the international markets. 
Firms’ perceptions on the factors of “operational inadequacies” and “prices and foreign exchange rate 
fluctuations” differ in terms of globalization levels of the exporting firms. If the level of globalization of 
the exporting firm is low, they most likely to face with the problems emerged from the “operational 
inadequacies”, and their perceptions on the exporting problems related to prices and foreign exchange 
fluctuations increase. 
Even though most of the public a private organizations provide information and consultancy services 
on the international markets, particularly small and medium sized exporting firms, because of the above 
classified inadequacies and problems may lack in accessing and analyzing the data required for operating 
in international markets properly. Depending upon the analysis, discussions and the results of the current 
study the following guideline can be drawn up for the firms wishing to enter and act effectively in the 
international markets. 
  Fig 1. A Basic Guideline for the Exporting Firms 
In a today’s globally competitive world, firms that wish to increase their international marketing shares 
are required to determine the sources of the exporting problems and take measures to increase the firm’ 
international competitiveness [2]. In this context, (a) carry out a marketing research covering the 
economic, cultural and market structure analysis, (b) conduct internal and external analysis; in the case of 
former, financial, operational and organizational abilities and human resources need to be considered, in 
the case of latter, economic, socio-cultural, technological, political, legislative, ecological conditions need 
to be taken into account, (c) draw up an appropriate international marketing plans including SWOT 
analysis, and (d) last, but of course not least, plan, organize, direct, coordinate and control effective 
promotional and other marketing activities in order to establish and increase the firm’s and its products’ 
image internationally. As suggested in the study of Ghauri,, Lutz and Tesfom [29], networks can be used 
to solve export-marketing problems of manufacturing firms in developing countries. 
As mentioned, this study lack in sample size and the factorial dimensions cannot be determined 
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properly, further studies at different locations or at country level can be conducted. Also cross country 
and cross industrial comparisons would be more beneficial in broadening current understanding and view. 
As cross country comparisons can be conducted between developed and developing countries, it can also 
be conducted either among developed countries or among developing countries themselves. 
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